The purpose of this study is to examine relationship between operational performance, relational performance, cost performance, organization, and customer satisfaction towards Thai Postal Service (TPS) in Bangkok, Thailand. The 400 selfadministrated questionnaires were distributed to customers of TPS at the central branch located in Bang-Rak district. The data analysis was analyzed by using Pearson's correlation coefficient. The results show that all independent variables have positive relationship with customer satisfaction as expected. Among those independent factors, the highest positive result of the coefficient correlation is the relationship between organization image and customer satisfaction. Based on these results, TPS should consider those factors in order to increase customer satisfaction which may increase customer retention and loyalty that may lead to higher profit to the company.
I. INTRODUCTION
USTOMER satisfaction is theoretically essential and useful for most companies and consumer researchers (Dabholkar et al., 1996 [8] ; Fournier and Mick, 1999 [12] ). It is also a major success factor of a company in an extremely competitive world market (Jamal and Naser, 2002) [17] . Companies cannot undervalue the customer satisfaction and customer retention because they are important to develop market-oriented and customer-focused strategies (Kohli and Jaworski, 1990 [19] ). Therefore, the customer satisfaction has become a crucial company's objective as companies are trying to improve the quality of their products and services (Bitner and Hubbert, 1994 [2] ).
Postal service is considered as a kind of logistics services that generate value by providing a customer's delivery condition in a cost effective approach (Stank et al., 2003 [27] ). Daugherty, Stank, and Ellinger (1998) [9] studied relationship between the service performance and customer satisfaction that links to customer loyalty and business market share. The results showed that a high level of logistics performance has a significant relationship with market share generated by customer satisfaction and loyalty. Stank et al. (2003) [27] also Tanyaporn Kanignant is with the Graduate School of Business, Assumption University of Thailand (phone: 0827859001; e-mail: tanya.kanignant@gmail.com).
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proposed a framework of determinants of relational performance, operational performance, and cost performance affecting customer satisfaction. In addition, organization image is another element for customer satisfaction and loyalty (Bloemer and De Ruyter, 1998 [3] ).
For the past decade, TPS had been in unstable situation because there were many international freight forwarder branches in Thailand. In addition, there were also complaints about its unacceptable service quality. Many people complained that their mails were lost, and several parcels had been sent to the wrong addresses. They also complained about damaged packages but TPS took responsible for only limited costs. Stank (2003) [27] stated that logistics built value by meeting customer's requirements in delivery performance, service performance, requested delivery time frame, and cost effectiveness. The objective of his research was to examine the relationship between customer satisfaction and four independent factors, namely operational performance, relational performance, cost performance, and organization image of the TPS.
The TPS is a major logistics company that has been operating for Thai people for a long time. The company could be one of the leading postal companies in Asean Economic Community (AEC) region if they understand the customer demand and satisfaction level.
The research is organized as follows. First, the relational performance, operational performance, cost performance, organization image, and customer satisfaction for the TPS are defined. A synthesis of the Postal Service operations and previous studies formulates the principle of a conceptual model involved with the relational, operational, cost, and company image factors of the postal service performance to the customer satisfaction. The techniques used to gather data and test the model are described next, followed by a detailed discussion of results. Finally, the recommendation of the findings and further study are presented.
II. LITERATURE REVIEW
A. CUSTOMER SATISFACTION Zeithaml, Berry and Parasuraman (1993) [28] defined customer satisfaction as a gap of expected service level and perceived service level performed by a company to its customer. Also, customer satisfaction means emotional A Study of Factors Influencing Customer Satisfaction: An Implementation on Thai Postal Service, Bangkok Area Tanyaporn Kaniganat, and Sirion Chaipoopirutana C response that customers feel to company, store, merchandise, employee, or service after making a purchase or using a service from one company (Anderson and Fornell, 2000 [1] ). Kotler and Keller (2012) [20] defined customer satisfaction as an individual's emotions of preference or displeasure measured by comparing a product or service's outcome to expectation. Flynn et al. (1995) [11] defined operational performance as a combination of several performance factors. It is measured by effectiveness, efficiency and accountability such as productivity, cycle time, and supervisory compliance. The operational performance is also referred to resource availability because it is a common valuation area for service performance (Leenders et al., 2002 [21] ). Chelariu et al. (2014) [5] stated that the operational performance was the most dominant performance in the logistics task. Chen et al. (2004) [6] defined relational performance as a capability of a company employee's relationship with his/her customers such as the acceptance of short-term or long-term relationship and communication. Gulati (2007) [15] stated that there are four Cs of relational performance: connection, coordination, capability, and cooperation. Also, Chelariu et al. (2014) [5] defined that the relational performance can be measured by value and strength of the relationship between a company and its customers. Chen et al. (2008) [7] defined cost performance as the difference between the worth that customers expect to derive from the company and value created in their transaction. They also compared the cost performance of one company with another. Cost performance can be measured by return on investment, gross margin and financial expenses (Scarlat et al., 2010 [26] ). Also, Chelariu et al. (2014) [5] stated that cost performance can be defined as performance measures used to evaluate the degree to which a company offers or obtains economic value to its customers. Keller (1993) [18] defined organization image as an awareness of a company reflected in the consumer remembrance. Gronroos (1990) [14] concluded that the organization image is related to value, standardized quality, satisfaction, and loyalty. There are other definitions of image described in marketing and psychological literature. For example, the image can be defined as a subjective awareness (Boulding, 1956 [4] ), a characteristic (Hirschman et al., 1978 [16] ), or a mix of product characteristics that differ from the physical product, however; it was recognized with the product (Erickson et al., 1984 [10] ). Gronroos (1984) [13] mentioned that image was the most important factor to service companies measured by customer's valuation on the perceived service experiences. Although an organization image is intangible, improving it can help management increase competitive advantage of the company (Nguyen and LeBlanc, 1998 [22] ).
B. OPERATIONAL PERFORMANCE

C. RELATIONAL PERFORMANCE
D. COST PERFORMANCE
E. ORGANIZATION IMAGE
F. CUSTOMER LOYALTY
Customer loyalty is generally conceptualized as the intention to purchase again from the same company. Anderson and Fornell, 2000 [1] conceptualized loyalty as a customer's continued patronage of a particular bank. Oliver (1997) [23] defined loyalty as a deeply held commitment to re-buy or repatronize a preferred product or service consistently in the future, which causes repetitive same-brand or same-brand set purchasing, despite any situational influences and marketing efforts that might cause switching behavior.
III. RESEARCH FRAMEWORK AND METHODOLOGY
A. Research Framework
This section describes the research framework of this study. Figure 1 illustrates the research model of determinants influencing the customer satisfaction. There were 6 hypotheses formulated based on the conceptual framework and they are shown as follows:
H1 Relational performance has a significant relationship with operational performance H2 Relational performance has a significant relationship with cost performance H3 Operational performance has a significant relationship with customer satisfaction H4 Relational Performance has a significant relationship with customer satisfaction H5 Cost Performance has a significant relationship with customer satisfaction H6 Organization Image has a significant relationship with customer satisfaction Fig.1 The research model of factors on customer satisfaction.
B. Research Methodology
Descriptive research is applied to be used as a method of research. Descriptive research supplies data about specific behavior as it occurs in the particular situation, not an Survey is a research technique that a sample is asked in some form or the activity of respondent is monitored and analyzed in some method (Zikmund et al. 2013 [29] ). The researchers used survey in collecting data from respondents who has experience in using a service from Thailand Postal Office. The data is gathered by distributing questionnaire or interview, and the respondents are provided written questions as a self-administered survey. The benefits of survey are providing quick response, inexpensive, efficient, and accurate means of accessing information about population.
In this study, the researchers collected the data from customers of TPS which the sample size was equal 400, and the researchers distributed survey questionnaires at the central branch of Thailand postal office located in Bang-Rak district.
IV. RESEARCH AND FINDINGS
This section is intended to show the result of relationship among customer satisfaction from relational performance, operational performance, cost performance, and organization image in order to answer the research questions, See Table 1 below. To examine the relationship between two variables, the Brivariate Correlation test (Pearson's Correlation) was used to test the hypothesis at the .05 level of significance in all hypothesis testing. H6a: Organization Image has a significant relationship with customer satisfaction.
Pearson's Correlation 0.810** 0.000 Rejected H6o
The testing results from Table 1 show the highest level of correlation coefficient of the relationship between organization image and customer satisfaction which is at .810 which is interpreted as a very strong positive relationship. It is also analyzed that an increase in organization image of TPS may lead to an increase in customer satisfaction for its customers. This is not a surprising result because the corporate image is a well known accepted by many organizations as one of the important factors that may represent company reflections towards its stakeholders.
The lowest level of correlation coefficient of the independent factor to customer satisfaction is the relationship between cost performance and customer satisfaction. The result shows the correlation level at .591 which can be interpreted as a moderate positive relationship. This can be analyzed that customers of TPS think that the cost of the service is not a major factor for the customer satisfaction. It can also be interpreted that the levels of customer satisfaction have small relationship with the prices that the customer paid.
V. SUMMARY AND CONCLUSIONS
Customer satisfaction of TPS is currently an issue widely mentioned in our society and has become a major consideration topic for TPS management team to improve. According to the result of hypotheses testing, relational performance, operational performance, cost performance, and organization image are factors that impact to the customer satisfaction. In addition, the relationship between organization image and customer satisfaction also has the highest coefficient correlation at .810 which is analyzed as a very strong positive relationship. This means organization image for example physical image, reputation, custom, beliefs, company name, price levels, variety of services, and the value experienced by each person towards a company are major factor influencing customer's perception of satisfaction. Moreover, both operational performance and relational performance also have strongly positive relationship with customer satisfaction at the coefficient correlation of .743 and .698, respectively. 
VI. RECOMMENDATIONS
According to the finding of this study, the researchers found that all independent variables (relational performance, operational performance, cost performance, and organization image) have significant relationship with customer satisfaction at different correlation levels, which can be grouped into three categories which are very strong positive relationship, strong positive relationship, and moderate positive relationship. Thus, the researchers would like to suggest that TPS has to improve customer satisfaction based on the following recommendations.
Based on the result from hypothesis six, the researchers found the strongest positive significant relationship between organizational image and customer satisfaction. The researchers would like to suggest the company reinforce both physical image and organization reputation image. The company should improve the physical image by modifying the office environment to have more business friendly atmosphere. The company should also renovate each branch of the postal office to be more convenient for their customers to do both monetary and non-monetary transaction, provide more postal products and facilities.
For the organization reputation which is now being issues on the parcel and mail delivery service performance of TPS, the company should retrieve good feeling back from the customer by posting optimistic customer experiences via variety channels. For example, the company should post customers' impressive feeling after receiving parcels or mails from the company to TV commercial, advertisements, and social media e.g. Facebook, Twitter, Instragram, and YouTube.
Based on the result from hypothesis one and three, the researchers found a strong positive significant relationship between customer satisfaction and operational performance. The result also showed a strong positive significant relationship between relational performance and customer satisfaction. The researchers would like to suggest the company strengthen both operational and relational performance by improving the service quality in some areas. To improve the operational performance, the company should convey regular mail, EMS, and parcel as promised deadlines, and all items must be delivered in good condition. In addition, a postman should perform well in delivery tasks, for example; the customers should receive items they ordered, not unordered items or the items must be sent to the right place and right person without any damages. Next, the staff should be accountable in handling any issues in the customer services. The staff should be able to give good advice and help customers to solve any problems. Finally, TPS should have effective personnel assessment system to evaluate the staff's performance.
There are also some recommendations for relational performance improvement. First, the staff should be well trained in professional product and service knowledge in order to have capability to assist customers. Second, the staff should also have high communication skills and perform willingness to help customers. They can be trained about how to service and ways to deal with customer's trouble while they are giving services to the customers. Next, the staff should provide prompt service right away after receiving customer requirements. Thus, the staff should be alert and energetic during the working hours. Lastly, the company should give rewards to high performed employees in order to encourage them to improve their service quality. The rewards could be souvenir gifts, public announcement in a company, monetary rewards, bonus, or promotions based on the company's human resource policy.
Also, the researchers found that cost performance has a moderate positive significant relationship with customer satisfaction. The researchers also would like to suggest the company perform good service that is worth for customer's payment. Based on the collected data, many customers think that TPS offers competitive price of unit and total cost. Thus, the company should persuade customer to get postal service from the company because of the cost advantage.
FURTHER RESEARCH
The further study may include other independent variables not studied in the research framework such as expectation, perceived value or five dimensions in the SERVPERF model (tangibility, empathy, assurance, reliability, and responsiveness) developed by Parasuraman et al. (1985 Parasuraman et al. ( , 1988 [24], [25] influencing customer satisfaction.
Next, the further study may expand to have more dependent variables such as customer retention or loyalty and change the customer satisfaction from dependent variable to mediator between independent factors and dependent factors.
Finally, the further study may also compare customer satisfaction levels between the TPS and some other postal companies. This will help the company compare its performance and competitor's performance in order to improve the service quality and increase customer satisfaction in the competitive global market of business (Jamal and Naser, 2002 [17] ).
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